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摘 要 
I 
摘 要 
近十几年来，石材行业由于得天独厚的资源优势和劳动力优势，在中国获得了
高速发展。为了适应市场变化及客户要求，在日益激烈的市场竞争中具有更长远的
发展，企业应在现有基础上结合自身情况找出真正适合本企业的经营模式和管理方
法，以提高客户满意度及忠诚度，为企业的长远发展奠定良好的基础。论文使用文
献研究法与案例研究法相结合的方法，对 B 公司客户关系管理存在的问题进行了深
入分析和研究。分析了 B 公司在客户关系管理中出现的店大“欺”客、重数据轻关
系、客户定位与分类不明以及客户流失率升高等问题；从客户价值管理、客户定位
管理、客户分类管理和客户忠诚管理四个方面为 B 公司设计制定了有针对性的管理
改善方案；最后对方案实施前后的效果进行了系统分析和对比。经过改善方案的实
施，B 公司的客户忠诚度、客户定位及分类管理水平都有所提高；销售收入、净利
润和净利润增长率实现了小幅增长；创新和个性化定制意识也有所增强。由此可见，
企业的运营发展与客户关系管理水平息息相关，有利于企业长期稳定的发展。 
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Abstract 
III 
Abstract 
 
Due to the advantages of the natural resource and labor, stone industry has developed 
fast in recent years in China. The enterprise has to operate in its own way to meet the 
market and customer’s demand, get a further development to increase the satisfactory and 
loyalty of the customers and lay a steady foundation. Under this background, the paper 
combines theory analysis and case study to research B Company’s existing problems in 
customer relationship management deeply. The problems are as follows. Bad service, 
focus more on data and lower on relationship, indefinite customer position and 
classification and increasing customer attrition rate. Draw up customer relationship 
management improved plans applicable for B Company from the aspects of customer 
value management, customer position management, customer classification management 
and customer loyalty management and then compares the effect before and after the plans. 
The customer loyalty, customer position and classification management, sales revenue, net 
profit, net profit increasing rate, innovation and customization ability have increased after 
the plans. Therefore, the customer relationship management can make a great help to the 
company’s operation and long-term steady development.  
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